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According To Nielsen 

Number Of Food Chain Delis Doubles Since 
'73; Average Deli Case Size Grows 11 
Feet (Jan., p. 47) 

Supermarkets Take On 6,300 New Products 
in 1976, Lowest Number Since Nielsen 
Began Tracking (Feb., p. 20) 

Beverages Rank Low On Complaint Totem 
Pole: A.C. Nielsen (June, p. 55) 


Advertising 

HBA Products Given Greater Ad Emphasis 
(Feb., p. 1) 

Private Label Biz Hurt By Strong Ads For 
Brand Names (Feb., p. 14) 

Editor’s Own Retailer/Consumer Panel 
Spurs New Ad Campaign for Bashas’ 
(Feb., p. 16) 

Fatter Ad $$$, Meaty In-Store Displays, 
Demos Can Quadruple Beef Sales In 
Father’s Day Promo (Feb., p. 38) 

Sunshine Favors In-Store Displays Over 
More Ads (March, p. 54) 

Frozen Food Grabs 10.3% of ‘77 Ad- 
vertising Space (May, p. 1) 

Low Cost Joint Ad Programs Reach Wide 
Audience (June, p. 46) 

More Ads, Displays Spark Cheese Sales 
(July, p. 1) 

Price Comparison Ads Wrestle With Fast 
Food Biz (July, p. 6) 

Consumers Want Direct Line To Head- 
quarters, Show 875 Responses To 
Pick-N-Pay Newspaper Ad (July, p. 12) 

Pick-N-Pay And Fisher Fazio Permanently 
Drop In-Ad Coupons (July, p. 13) 

Spot Radio Campaign Boosts Total Ad Ef- 
fectiveness (Aug., p. 28) 

Study Showing Ads/Displays Up Canned 
Goods Sales 4 Times Expected To Boost 
Manufacturers’ P-O-P Materials Support 
(Aug., p. 50) 

Aggressive Ad Campaigns Boost Non-Food 
Sales (Sept., p. 140) 

Anti-Fast Food Ad Campaigns To Have 
Limited Effect On Consumers: Paul 
(Oct., p. 9) 

Ads With Up To 40 General Merchandise 
Items Among Non-Foods Trends At 
Canadian Chains (Nov., p. 28) 


Auto Supplies 

Low-Cost Oil Draws Customers To Auto 
Section (April, p. 1) 

Do-It-Yourself Market Expands Grocers’ 
Auto Biz (April, p. 25) 

Limited Space Forces Auto Supplies De- 
partments Into Varied Locations (April, 
p. 26) 


Baby Needs 

2—30 Percent Jump In Disposable Diaper 
Sales Forces Buyers To Increase De- 
partments 4-5 Feet (May, p. 24) 

Sales Unaffected By Baby Food Reformu- 
lation (May, p. 71) 

Growth Of Products, Sizes Squeezes Baby 
Aisles (Sept., p. 108) 

Baby Food Sales Jump 9.2% To Surpass 

$500 Million Level (Sept., p. 108) 

Baby Accessories Gain Importance In 
Supermarkets (Sept., p. 118) 


Baked Goods 

Deli, Bakery Hurt By Union Demands 
(April, p. 40) 

Variety Bread Sales Slow After Hot ’76 
(June, p. 1) 

Promoting Baked Goods 
Seven-Fold (Sept., p. 64) 

Baked Goods Sales Rise 4.9% To Top $8 Bil- 
lion Mark (Sept., p. 64) 


Hikes Sales 


Bartz, Dan 


(See Management Ideas) 


Beverages 

High Coffee Prices Offer Shoplifters New 
Theft Targets (May, p. 57) 

22 Soft Drink Brands, 74 Turns Reported 
By 35 Chain Buyers (June, p. 1) 

Three Arguments Charge Proposed Bottle 
Bills Increase Energy Consumption, 
Hike. Retail Prices (June, p. 57) 

Beverages Rank Low On Complaint Totem 
Pole: A.C. Nielsen (June, p. 55) 

Persuasive Employees Will Help You Sell 
More Wine (June, p. 58) 

Do You Know Your Typical Beer Custom- 
er? (June, p. 59) 

Don’t Rely Solely On Salesman Info, Says 
Coke Exec. (June, p. 60) 


42 


Large Flavor Selection Attracting Young 
Beverage Consumer (June, p. 60) 

Middle-Income Shoppers Impact Supers’ 
Powdered Mix Sales (June, p. 61) 

60 Percent Of All Soda Drinkers Buy Sugar 
Colas (June, p. 62) 

Beverages Give Greatest Boost To '76 
Volume (Sept., p. 1) 

Soft Drink Sales Rise 2-5% Despite Price 
Increase (Sept., p. 99) 

Chains Adding Cold Beer Clock 4-11% 
Sales Rise (Sept., p. 94) 

Beer Cited As Top Sales Gainer In CES 
Study (Sept., p. 94) 

Dietetic Soft Drink Sales Top ’75 Gain With 
21.5% Jump (Sept., p. 100) 

More One-Pound Cans Capture Coffee 
Shelf Space (Sept., p. 102) 

Coffee Sales Soared 42.8%, Helped By 
40.9% Price Hike (Sept., p. 102) 


Books 
(See Magazines) 


Building Consumer Awareness 

Evaluate Your Customer Relations By 
Answering These Seven Questions (Feb., 
p. 10) 

Lack Of Business Education, Poor Commu- 
nications Seen As Roadblocks For Con- 
sumer Affairs Directors (April, p. 12) 


Candy 

Prices May Force Chocolate Lovers To 
Other Candy (Feb., p. 1) 

10-20% Chocolate Price Hikes Melt Candy 
Sales (Sept., p. 104) 

Chewing Gum Sales Continue Upward 
Spiral With 20.1% Gain (Sept., p. 104) 


Canned Goods 

Demand For “Single-Serve” Seen Growing 
(Jan., p. 1) 

Canned Goods Capture 7.17% Of Store Biz 

(Aug., p. 1) 

Prepared Food Alternatives Increase Traf- 
fic, Profits (Aug., p. 7) 

Canned Fish, Meats Respond Well To Price 
Specials With 8-50 Times More Move- 
ment During Promos (Aug., p. 45) 

Grocery Clerks Should Cut, Mark And 
Stock 35 Canned Goods Cases An Hour: 
Reynolds (Aug., p. 46) 

Canners Expect Ample 1977-78 Vege- 
table/Fruit Supply Despite Fears Of 
1976-77 Drought, Freeze Crop Damage 
(Aug., p. 48) 

More Labeling Regs Hike Costs For Small 
Canners (Aug., p. 49) 

Manufacturers’ P-O-P Materials Support 
(Aug., p. 50) 

Young, Middle-Income Families Buy More 
Canned Items (Aug., p. 50) 

Multiple Pricing Sparks Canned Goods 
Sales Jumps (Sept., p. 110) 

Canned Meat, Fish Lead Category With 
Over 8% Sales Hikes (Sept., p. 110) 


Carlson, Ken O. 
(See According To Nielsen) 


Cereals 

Promos Boost Supers’ Breakfast Food 
Sales 10-15% (Aug., p. 9) 

Chains Add New Cereals But Still Stock 
Standbys (Sept., p. 116) 

Hot Cereal Sales Gain 5.3% In 1976 To Pass 
$180 Million (Sept., p. 116) 


Cheese 
(See Dairy) 


Cigarettes 
(See Tobacco) 


Coffee 


(See Beverages) 


Consumers And Consumer Affairs 

How Effective Are Your Consumer Affairs 
Policies? (Jan., p. 3) 

Complex Financial Statements, Con- 
sumerism Cloud Bankers’ Image Of 
Supermarkets (Jan., p. 4) 

Consumer Affairs Directors Seek Own Re- 
search On Shopper Attitudes Toward 
EFT Services (Jan., p. 14) 

Sloan’s Revamps Communications, Train- 
ing After BBB Audit (Jan., p. 23) 

Editor’s Own Retailer/Consumer Panel 
Spurs New Ad Campaign For Bashas’ 
(Feb., p. 16) 

Evaluate Your Customer Relations By 
Answering These Seven Questions (Feb., 
p. 10) 


New Foodarama CSMs Tackle Shopper 
Woes, Boost Store Manager Productivity 
50% (March, p. 10) 

Front-End Runs More 
CSMs (March, p. 11) 

Consumer Groups Gaining Government 
Footholds; Seek Retailer/Activist Co- 
operation: CFA’s Foreman (March, p. 12) 

Consumer Affairs Home Study Program, 
Manual Planned For Retailer Education 
By FMI: Brown (March, p. 22) 

Consumer Reporters Urge Retailers To 
Use Clout To Insure Safe, Quality Prod- 
ucts For Shoppers (April, p. 18) 

Consumer Specialist Helps Arizona 

Grocers Build Stronger Ties With Public, 
News Media (May, p. 4) 

Sales, Community Trust Result From 
Finast Survey (May, p. 10) 

Consumer Affairs Directors Will Receive 
FACT’s Frozen Food Info (May, p. 92) 
Consumer Affairs Plays Key Role In 

Buying Meet (May, p. 20) 

Consumers Want Direct Line To Head- 
quarters, Show 875 Responses To 
Pick-N-Pay Newspaper Ad (July, p. 12) 

Shop-Rite Booklet Shows Shoppers How To 
Spot Safe, Hazardous Toys (Aug., p. 26) 

Radio Show Combats Increasing Attacks 
On Processed Foods (Aug., p. 1) 


Smoothly With 


Covell, Ruth 


(See Building Consumer Awareness) 


Dairy 

More Ads, Displays Spark Cheese Sales 
(July, p. 1) 

Promos Boost Supers’ Breakfast Food 
Sales 10-15% (Aug., p. 9) 

Tighter Control On Dairy Space Lifts Sales 
5-10% (Sept., p. 68) 

Cheese Sales’ 12.9% Hike Leads Dairy 
Product Gains In ’76 (Sept., p. 68) 

More Dairy Cases Reflect Steady Diet Food 
Growth (Oct., p. 1) 

New Refrigerated Basket, Barrel Displays 
Will Draw Customer Eye To Cheese 
Promos (Oct., p. 52) 

Establishing Sales-Per-Linear-Foot 
Benchmarks Can Lift Dairy Department 
Sales At Least 10% (Oct., p. 56) 

Adding 16-24 Linear Feet Hikes Food- 
town’s Dairy Sales 10% (Oct., p. 58) 

Milk, Cheese Are Important Profit Makers; 
Do They Get Enough Space In Your 
Stores? (Oct., p. 60) 

Dairy Track Study Reaps Profit Data From 
20 Stores (Oct., p. 61) 

Dai:, ‘Tasting’ Promos Spark 50-100% 
Sa’. > Hikes (Oct., p. 62) 


Deli 

Number Of Food Chain Delis Doubles Since 
'73; Average Deli Case Size Grows 11 
Feet (Jan., p. 47) 

Romancing Food Helps Finast Build $34- 
Million Deli Sales (April, p. 1) 

Sausage Shop Expected To Pull $7,000- 
8,000 Weekly Sales (April, p. 11) 

Deli, Bakery Hurt By Union Demands 
(April, p. 40) 

Finast Seeks More Women Deli Managers 
(April, p. 48) 

Up-Front Location Boosts Deli Biz (April, 
p. 49) 

Service Delicatessens With Separate Reg- 
isters Can Contribute As Much As 8% To 
Total Store Sales (Aug., p. 20) 

Service Delis Hoped To Edge Out Fast 
Foods (Aug., p. 20) 

Large Menu, Hot Foods Win Deli Sales 
(Sept., p. 1) 


Diet Foods 

Dietetic Soft Drink Sales Top ’75 Gain With 
21.5% Jump (Sept., p. 100) 

More Dairy Cases Reflect Steady Diet Food 
Growth (Oct., p. 1) 


Effective Public Relations 


FMI Planning TV Package; “PR Crisis” 
Seminar Sheds Further Light On Need 
For Spokesmen (June, p. 16) 


Electronic Cash Registers 
(See Technology) 


Electronic Funds Transfer 


Complex Financial Statements, 
sumerism Cloud Bankers’ 
Supermarkets (Jan., p. 4) 

Consumer Affairs Directors Seek Own Re- 
search On Shopper Attitudes Toward 
EFT Services (Jan., p. 14) 

Retailers Must Be Able To Answer 10 EFT 
Questions (Jan., p. 15) 

EFT Gives Competitive Advantage To 
Price Chopper, Bank Survey Finds (Jan., 
p. 37) 


Con- 
Image Of 


Hidden EFT Costs Must Be Uncovered 
Before Chains Adopt System: Biermeier 
(Feb., p. 46) 

National Commission Ignores Food Store 
EFT Economics (Feb., p. 47) 

Milwaukee TYME Network Provides EFT 
Model (March, p. 19) 

Here Are Advantages/Disadvantages Of 
Electronic Funds Transfer Systems 
(March, p. 19) 


Employees 

Store Employees Seek More Impact On 
Policy-Making (Jan., p. 1) 

Store Manager Authority To Respond To 
Press Needed To Meet Deadlines, Supply 
Local View (Jan., p. 32) 

Victory Markets’ Meat Cutter Apprentice 
Program Combines On-The-Job Training 
With Academic Study (Jan., p. 46) 

Apprentice’s Goals: Satisfy Shoppers (Jan., 
p. 49) 

Damage Control Courses Needed At Store 
Level (Feb., p. 1) 

Warehouse Meetings, In-Store Training 
May Help Achieve 10-15% Workmen’s 
Compensation Credit (Feb., p. 3) 

Peer Relationships Influence Employee 
More Than Official Training: Pilnick 
(Feb., p. 4) 

Give Engineer 6-Week Intro To Grocery 
Biz (March, p. 1) 

Are Store Meetings A Useful Or Futile Ex- 
ercise? (March, p. 6) 

New Foodarama CSMs Tackle Shopper 
Woes, Boost Store Manager Productivity 
50% (March, p. 10) 

Front-End Runs More Smoothly 
CSMs (March, p. 11) 

Manuals Help Improve Floral Training 
(April, p. 37) 

Decertification, Deauthorization By Em- 
ployees Are Two Approaches To Ending 
Unions; Ricker (April, p. 38) 

Unclear Job Objectives Slice Productive 
Time 25% (May, p. 9) 

Employee Training In Frozen Food De- 
partment Identified As No. I Problem In 
3,000 Stores (May, p. 84) 

Frozen Food Case Movement Jumped 20 
Times During Red Owl’s Employee Dis- 
play Contests (May, p. 88) 

Cashier Support Boosts Promotion Success 
500% (June, p. 1) 

Western Grocers Increase Shopper, Em- 
ployee Feedback (June, p. 29) 

Persuasive Employees Will Help You Sell 
More Wine (June, p. 58) 

Mobile Unit Trains Cashier, Stockers For 
Independents (July, p. 1) 

BFOQ Disputes Can Complicate Employee 
Discrimination Cases (July, p. 18) 

Enforcing A Concrete Labor Relations 
Policy Will Help Stop Internal Theft At 
Your Store (July, p. 62) 

Training Hikes Gross Profits 1% (Aug., p. 
1) 

Grocery Clerks Should Cut, Mark And 
Stock 35 Canned Goods Cases An Hour: 
Reynolds (Aug., p. 46) 

Giant Aims For 25% Women Store Man- 
agers (Sept., p. 4) 

Probationary Preview Form Expected To 
Cut Discrimination Claims (Sept., p. 4) 
Health & Beauty Aid Clerks Can Boost 
Section Sales By 200% (Sept., p. 135) 
Better Company Communication, Career 
Guidance Achieved Through Red Owl 

Stores’ Women’s Council (Nov., p. 10) 

Cullum Career Courses Cut Turnover 50% 

(December, p. 1) 


With 


Energy 

Lighting, Air Conditioning, New Store 
Design Needs Listed Among Least 
Understood Energy Areas (Jan., p. 26) 

Awards Managers For Saving Energy 
(Feb., p. 8) 

Store Innovations Trim Fuel Bill 40% 
(March, p. 1) 

FEA Exec Outlines How You Can Cut 
Energy Use By 21% (May, p. 1) 

Here Are 5 Ways To Save Energy (May, p. 
13) 

Tests Prove Energy Consumption Drops 
20% When Supers Use Frozen Food Case 
Controls (May, p. 90) 

Thermography Aids Retailers In Locating 
Facility’s Electrical Distribution Prob- 
lems (May, p. 44) 

Three Arguments Charge Proposed Bottle 
Bills Increase Energy Consumption, 
Hike Retail Prices (June, p. 57) 

Common Sense Tips Given In Everyday 
Language Help A&P Cut Energy Costs 
10-30% In Some Stores (Aug., p. 4) 

Over-Charges Of Up To $8,000 Have Been 
Paid By Retailers Not Scrutinizing Their 
Utility Bills (Aug., p. 10) 
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Energy Control System For Frozen Food 
Cases Gives Red Owl Payback In Less 
Than 10 Months (Oct., p. 6) 

Red Owl Tests New Consolidated Frozen 
Food Unit (Oct., p. 6) 

Energy-Saving Gear Cuts Utility 
$30G For Tom Thumb (Nov., p. 1) 


Bills 


Equipment 
(Also See Energy, Technology) 


Front-End Equipment Directory (Feb., p. 
52) 


Fast Foods 

Price Comparison Ads Wrestle With Fast 
Food Biz (July, p. 6) 

Retailers, Get Into The Restaurant Busi- 
ness!! (July, p 32) 

Are Grocers Over-Reacting To Fast Food 
Competition? (Aug., p. 1) 

Service Delis Hoped To Edge Out Fast 
Foods (Aug., p. 20) 

Anti-Fast Food Ad Campaigns To Have 
Limited Effect On Consumers: Paul 
(Oct., p. 9) 

Restaurants Nibbled Away At Food Biz 
But Eat-Out Prices Soared 12.5% In '76 
(Sept., p. 32) 

Buyers Await Tips On How To Slow Fast 
Food Sales (Oct., p. 18) 

Increased Promotion Helps To Counteract 
Restaurant Business Threat (Oct., p. 23) 

Ralphs Grabs Fast Food Dollars By Ex- 
panding ‘Appetite Shops’ (Nov., p. 1) 

Fast Foods Dominate Convenience Store 
Design (Nov., p. 44) 


Financial 


Complex Financial Statements, 
sumerism Cloud Bankers’ 
Supermarkets (Jan., p. 4) 

Average Store Sells 26 Jam/Jelly Flavors 
(May, p. 1) 

Average Weekly Store Sales Reach $72,400 
In ’76 (June, p. 6) 

Grocers Pull 1.8% Profit Despite 1976 Cost 
Leaps (July, p. 1) 

Restaurants Nibbled Away At Food Biz 
But Eat-Out Prices Soared 12.5% In ’76 
(Sept., p. 32) 

Chain Sales Reflect Inflation Decline, 
Sharp Competition (Oct., p. 1) 


Con- 
Image Of 


Firestone, Lillian 


Store Manager Authority To Respond To 
Press Needed To Meet Deadlines, Supply 
Local View (Jan., p. 52) 

Newspaper Editors Have Own Opinions 
About Supermarkets (Jan., p. 33) 

“Trend Letters” From Chains On Price, 
Shortages Can Help Improve Super- 
market/Press Relations (Feb., p. 16) 

Manager Opinions Are Wanted Most By TV 
News Execs (May, p. 1) 

Industry Needs Celebrity Spokespersons 
(May, p. 72) 

Survey Of £9 Buyers Shows HBA Prices Up 
10-20% (Aug., p. 22) 


Floral Departments 

(Also See Produce) 

Floral Moving Toward Non-Foods (April, 
p. 40) 

Floral Director: A New Position In Super- 
markets? (April, p. 1) 


Food Brokers 

Grocery Retailers Must Upgrade Customer 
Relations, PR Efforts (December, p. 1) 

Energy, Productivity, Communications 
Among Key Broker Priorities: Singer 
(December, p. 34) 

More Retailer-Food Broker Dialogue 
Needed To Achieve Mutual Sales, Profit 
Increases (December, p. 38) 

Brokers Predict Mounting Fuel Costs Will 
Force Retailer Service Cutbacks (De- 
cember, p. 40) 

Broker Advisory Councils Spur Better 
Store Promos (December, p. 41) 


Forrester, Jay 
(See Profitable Store Engineering) 


Frozen Foods 


Frozen Food Grabs 10.3% Of ’77 Ad- 
vertising Space (May, p. 1) 

Frozens’ Managers Could Boost De- 
partment Sales, Says NFFA’s Richard 
Funk (May, p. 84) 

Are You Miscalculating Your Frozen Food 
Profits? (May, p. 89) 
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Tests Prove Energy Consumption Drops 
20% When Supers Use Frozen Food Case 
Controls (May, p. 90) 

Employee Training In Frozen Food De- 
partment Identified As No. I Problem In 
3,000 Stores (May, p. 84) 

Frozen Food Case Movement Jumped 20 
Times During Red Owl’s Employee Dis- 

play Contests (May, p. 88) 

Consumer Affairs Directors Will Receive 
FACT’s Frozen Food Info (May, p. 92) 
Frozen Foods’ Breakfast Area Increases 

Sales (Aug., p. 9) 

Larger Frozens Sections Spotlight Pre- 
pared Foods (Sept., p. 72) 

4.9% Frozen Food Sales Rise Aided By 
22.1% Seafood Jump (Sept., p. 72) 

Buyers Testing Fresh Frozen Meat Predict 
Future Customer Acceptance (Sept., p. 
82) 

Red Owl Tests New Consolidated Frozen 
Food Unit (Oct., p. 6) 

Energy Control System For Frozen Food 
Cases Gives Red Owl Payback In Less 
Than 10 Months (Oct., p. 6) 


General Merchandise 


UPC Source Marking Hits 78%; GM Is Hot 
"16-77 Category (Feb., p. 48) 

Chains See 12% Of Store Space Going To 
General Merchandise (March, p. 1) 

Luggage, Tennis Rackets, Shirts, Among 
GM Items Promoted (March, p. 53) 

Store Tests Show Soft Goods Sales Soar 
10-40% When Merchandise Is Moved To 
Grocery Aisles (March, p. 56) 

Ready-To-Wear Biz? Buyers Deciding If 
It’s Hot Or Not (March, p. 57) 

Pre-Packs And Other Merchandising Ideas 
Expected To Increase Back-To-School 
Sales (April, p. 30) 

Floral Moving Toward Non-Foods (April, 
p. 40) 

Security Determines HBA/GM Locations 
At Bohack (May, p. 16) 

Are GM Displays As Exciting As They 
Could Be? (May, p. 26) 

Retailers Still Debate General Merchandise 
Integration (May, p. 49) 

ROII: A New Tool For Measuring GM Per- 
formance (June, p. 8) 

Low Margin GM Gives Higher ROII Than 
Dry Grocery (June, p. 9) 

Up-Front, Outside Seasonal GM Displays 
Expected To Boost Sales 10-30 Percent 
(June, p. 40) 

Sports Grab 60-70% Of Summer GM Sales 
(June, p. 40) 

Pressure Mounts To Knock Out General 
Merchandise Slow Movers (June, p. 49) 
Improved Distributor Service Needed To 
Boost Grocers’ Record/Tape Sales Above 

.5% Of Total Biz (July, p. 10) 

Vons’ General Merchandise Captures 100- 
300 Gondola Feet (July, p. 44) 

Albertson’s Moves To Counter Area Com- 
petition By Adding Cameras, Calculators 
And Records (Aug., p. 12) 

Consumer Acceptance Of High-Priced Toys 
Prompts Chains To Add Expensive Play- 
things (Aug., p. 26) 

Shop-Rite Booklet Shows Shoppers How To 
Spot Safe, Hazardous Toys (Aug., p. 26) 

Do Stores Aim Toy Sections At Kids Or 
Adults? (Aug., p. 26) 

Shoppers Spent $4.05 Weekly On GM/HBA 
(Sept., p. 1) 

New Studies Weigh Housewares Outlook 
For Supermarkets (Sept., p. 1) 

Supers Will Sell More Blow Dryers, Elec- 
tric Shavers By 1980 (Sept., p. 18) 

Easy-Use Items Spur Household Supplies 
Sales (Sept., p. 122) 

Pre-Moistened Towels Lead Household 
Supplies’ Gainers (Sept., p. 123) 

Aggressive Ad Campaigns Boost Non-Food 
Sales-(Sept., p. 140) 

UPC Is Wrestling Match For Some House- 
wares Firms (Sept., p. 157) 

Smitty’s Uses Tonnage Criteria To Ware- 
house GM (Oct., p. 14) 

Scrivner Enjoys Four-Fold GM Sales Hike 
Following Cutback In Warehousing Pro- 
gram (Oct., p. 14) 

Ads With Up To 40 General Merchandise 
Items Among Non-Foods Trends At 
Canadian Chains (Nov., p. 28) 

Integrated GM Section Called Trend At 
Two Of Three Canadian Chains (Nov., p. 
28) 

Grocery Stores Should Do At Least $2.3 
Billion In Housewares By 1980 (Nov., p. 
18) 


5-Month Test Okays Greeting Card Biz 
(December, p. 1) 

Buyers Attending Housewares Show 
Tackle Role Of High Ticket Items (De- 
cember, p. 10) 


Gluck, Dr. Harold 


(See Improving Your Security) 


Government 

What’s On Carter’s Agenda? Food Aide 
Gives Some Clues (Jan., p. 1) 

Government Regulations Spark Rising 
HBA Prices (April, p. 63) 

Retailers, Union Irked By Assemblyman’s 
Claims Of Overcharging On 50% Of Un- 
marked Items (April, p. 4) 

Proposes Laws On Taxable Items, Price 
Labeling (April, p. 4) 

Consumer Reporters Urge Retailers To 
Use Clout To Insure Safe, Quality Prod- 
ucts For Shoppers (April, p. 18) 

Liability Insurance Ghost Already Haunts 
Food Biz (May, p. 8) 

Three Arguments Charge Proposed Bottle 
Bills Increase Energy Consumption, 
Hike Retail Prices (June, p. 57) 

Minimum Wage, Consumer Protection 
Agency Issues Spur Independents To 
Visit DC Representatives (July, p. 4) 

Will Supermarket Pharmacies Lose Pre- 
scription $$ If Generic Drug Substitution 
Laws Go Into Effect? (July, p. 26) 

Shopper Confusion May Be A Result Of 
Generic Laws (July, p. 26) 

Include Two Clauses In Union Contract 
(July, p. 63) 

More Labeling Regs Hike Costs For Small 
Canners (Aug., p. 49) 


Green, Howard L. 
(See Successful Store Planning) 


Health And Beauty Aids 

HBA Products Given Greater Ad Emphasis 
(Feb., p. 1) 

SUPERMARKETING HBA Roundup ’77 
(April, p. 56) 

Are Your HBA Sections Over-Stocked? Cut 
Variety By 10%, NAWGA Suggests 
(April, p. 66) 

Grocers Set Minimum Goal For HBA 
Growth At 9.4% (April, p. 1) 

Government Regulations Spark Rising 
HBA Prices (April, p. 63) 

Security Determines HBA/GM Locations 
At Bohack (May, p. 16) 

Here Are 10 Factors That Determine HBA 
Product Success (May, p. 31) 

5-40% Increase Seen In Ethnic HBA Vari- 
eties Offered By Service Merchandisers 
In Last Year. (June, p. 24) 

Cosmetics Get 42 Linear Feet In Al- 
bertson’s 42,000-Square-Foot Stores 
(Aug., p. 12) 

Shoppers Spent $4.05 Weekly On GM/HBA 
(Sept., p. 1) 


Cosmetics Viewed As Hottest Item In 
HBA Section (Sept., p. 132) 
Health & Beauty Aid Clerks Can Boost 
Section Sales By 200% (Sept., p. 135) 
7.8% Sales Jump Pushes HBA Over $5 Bil- 
lion Mark (Sept., p. 136) 

Expanded Brand Programs Key To Cos- 
metics Biz: Vitamins Need Stronger 
Department Identification (Nov., p. 22) 


Improving Your Security 

Take Care When Handling Tiny Tot 
Terrors In Your Store (April, p. 40D) 

Solid Gates Should Be Used To Protect 
Against Looters (Sept., p. 9) 


independents 

Independents Fear Citrus Price Leaps Up 
To 30%, But No Shortages As Result Of 
Florida Freeze (March, p. 16) 

Independents Get Advice On Long-Range 
Goal Planning At University/NC Food 
Dealers Ass’n-Sponsored Seminars 
(June, p. 39) 

Mobile Unit Trains Cashier, Stockers For 
Independents (July, p. 1) 

Minimum Wage, Consumer Protection 
Agency Issues Spur Independents To 
Visit DC Representatives (July, p. 4) 

More Independents Shape Up As Keen 
Competitors In ’78 (Oct., p. 1) 


Johnson, Kenneth H. 
(See Speaking About Meat) 


Labor 

Decertification, Deauthorization By Em- 
ployees Are Two Approaches To Ending 
Unions; Ricker (April, p. 38) 

Unclear Job Objectives Slice Productive 
Time 25% (May, p. 9) 

Sales-Per-Man-Hour Hit $100-112 With 
Boxed Beef (September, p. 6) 

Time Saved With Boxed Beef Should Be 
Used To Merchandise The Total Meat 
Department: Pryor (Sept., p. 6) 

20% Cutbacks In Labor Costs, 60% In 
Packaging Mean Lower Produce Prices 
For “Farmers Markets” (Sept., p. 92) 


Legislation 


(See Government) 


Liquor 


(See Beverages) 


Magazines 

Retailers Streamline Magazine, Paperback 
Selections By Cutting Out Slow-Movers, 
Buying From Approved Lists (March, p. 
59) 

Moving Reading Centers Up Front In- 
creases Sales 30% (Sept., p. 146) 


Management 


Sloan’s Revamps Communications, Train- 
ing After BBB Audit (Jan., p. 23) 
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Your business is doing well; you need to know how 
well, but you don’t have the time to make the precise 
inventory you need. Call us—WIS, a nationwide service 
specializing in accurate, local service. 

Our trained inventory-takers can provide an accurate 
count of whatever you have in stock, working around your 
busy schedule. Give us a call. . . there’s a local WIS office 
near you. We'll gladly answer any questions you may have 
about Washington Inventory Service! 


GENERAL OFFICES: 7150 1 Cajon Boulevard, 
San Diego, California 92115. (714) 461-8111 


The Pace 
Is Getting 
Faster... 


Call Us! 
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Warehouse Or Wholesaler? Food Chains 
Disagree On Best Distribution System 
(Feb., p. 5) 

Profits, Salaries Determine Store Manager 
Bonuses (Feb., p. 8) 

Chains Install More Than One Scanning 
Test Store To Try New Vendors, Create 
Fresh Environment. (Feb., p. 44) 

Are Store Meetings A Useful Or Futile Ex- 
ercise? (March, p. 6) 

Community-Owned, Chain-Managed 
Supermarkets Solve Some Major Inner- 
City Store Problems (March, p. 14) 

Must Cut Distance Between Ownership 
And Store Operation (March, p. 15) 

Sales, Community Trust Result From 
Finast Survey (May, p. 10) 

Grocers Should Comparison Shop For Best 
Insurance Prices: Fuchs (June, p. 26) 
SUPERMARKETING Forms Editorial 

Advisory Board (June, p. 32) 

Take These Steps To Ensure Return On 
Fire Losses (July, p. 8) 

Here Are Part-Time Programs For Gaining 
Business Knowledge (April, p. 13) 

Giant Aims For 25% Women Store Man- 
agers (Sept., p. 4) 


Management Ideas 

Here’s A Short-Cut Method For Gross 
Profit Control (Jan., p. 28) 

Self-Funding Health Care Program Can 
Cut Costs As Much As $275,000 (Feb., p. 
22) 

Milwaukee TYME Network Provides EFT 
Model (March, p. 19) 

Here Are Advantages/Disadvantages Of 
Electronic Funds Transfer Systems 
(March, p. 19) 

Receive Business Deduction For Personal 
Medical Expenses (April, p. 46) 

100 Companies In Food Distribution Will 
Have ESOP’s By The End Of ’77 (May, p. 
22) 

Low Cost Joint Ad Programs Reach Wide 
Audience (June, p. 46) 

BFOQ Disputes Can Complicate Employee 
Discrimination Cases (July, p. 18) 

Joint Venture Partnerships Can Help 
Grocers Build More Stores (Aug., p. 30) 

Take Prompt Action To Rescue A Problem 
Store (Sept., p. 12) 

Independents Can Borrow Funds From 
Wholesaler-Run SBICs (Oct., p. 39) 

What You Need To Know About SBA 
Financing (Nov., p. 20) 

‘Scatter Diagram’ Helps You Set SPMH 
Standards (December, p. 22) 


Meat 


(Also See Speaking About Meat) 

Family-Size Packs Pull 4.6% Of ’'76 Meat 
Sales: 18 Chains (Jan., p. 1) 

UPC/Computer Prompt 4 New Meat Man- 
agement Activities (Jan., p. 24) 

Needed: Integration Of Meat Scale With 
POS Computer (Jan., p. 24) 

10 Years Of Meat Info: Write For Your 
Copy (Jan., p. 41) 

Be Prepared To Explain Meat Prices To 
Customers (Jan., p. 42) 

Quality, Sanitation Controls, Labor 
Savings Are Advantages Of Chain-Oper- 
ated Meat Plants (Jan., p. 44) 

Expect Tighter Supplies, Higher Beef 
Prices In ’77 (Jan., p. 48) 

Victory Markets’ Meat Cutter Apprentice 
Program Combines On-The-Job Training 
With Academic Study (Jan., p. 46) 

Apprentice’s Goals: Satisfy Shoppers (Jan., 

. 49) 

Beef, Veal, And Poultry Prices Lower In 
lst Three Quarters Of ’76 (Jan., p. 49) 
Fatter Ad $$$, Meaty In-Store Displays, 
Demos Can Quadruple Beef Sales In 

Father’s Day Promo (Feb., p. 38) 

Price Promos Alone Won’t Move Meat 
(March, p. 1) 

Central Meat Cutting Extends Shelf Life 
One-Three Days (March, p. 30) 

Good Meat Sanitation Can Save $12,000 
Annually (March, p. 40) 

Shortage Will Spur More Beef Promos 
(June, p. 1) 

Supers Lose $200 Minimum Weekly To 
Meat Thieves Despite Efforts To Block 
Exits, Hide Costly Cuts (July, p. 60) 

Meat Sales Slump Could Indicate Store 
Theft Woes (July, p. 61) 

Pros Snatching 90% Of Supers’ Meat (July, 

. 61) 

Geles-Per-Man-Hour Hit $100-112 With 

Boxed Beef (September, p. 6) 
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Time Saved With Boxed Beef Should Be 
Used To Merchandise The Total Meat 
Department: Pryor (Sept., p. 6) 

Expect More Boneless Cuts In The Future 
(Sept., p. 22) 

Family Pack Promos Help Up Meat Ton- 
nage 5-25% (Sept., p. 80) 

6.6% Sales Hike Makes Beef Third-Ranked 
Volume Gainer (Sept., p. 80) \ 

Buyers Testing Fresh Frozen Meat Predict 
Future Customer Acceptance (Sept., p. 
82) 

Meat Quiz Baffles 44% Of Challengers 
(Oct., p. 1) 


Here’s How Five Chains Approach Meat 
Training (December, p. 20) 

Store Employees, College Grads Inter- 
ested In Training (December, p. 21) 


Meeting The Technology Challenge 

UPC/Computer Prompt 4 New Meat Man- 
agement Activities (Jan., p. 24) 

Needed: Integration Of Meat Scale With 
POS Computer (Jan., p. 24) 

25 Central Computer Characteristics Must 
Be Present To Support Scanning (Feb., 
p. 50) 

Successful Direct Store Delivery Project 
Must Benefit Vendor As Well As Retailer 
(March, p. 38) 

Every Scanning Project Will Require A 
Host POS Manager (April, p. 42) 

CRT’s Increase Produce Department Con- 
trol And Profits (May, p. 62) 

UPC, Scanning Still Need Active Industry 
Support (June, p. 42) 

Supers’ Electronic Cash Registers Can 
Achieve 25% ROI Per Year Through 
Shrink Reduction (July, p. 48) 

DSD Info-Gathering Costs Can Be Reduced 
50% By Using A Computer-Driven Data 
Entry System (Aug., p. 18) 

Outside Warehouses Need New Computer 
Systems (Sept., p. 24) 

Try ‘Boot Strapping’—It Could Hike Pro- 
ductivity 22.7% (Oct., p. 32) 

You Are Throwing Away Some Key Op- 
portunities To Collect Valuable Sales/ 
Profit Information (Nov., p. 40) 

Supers May Soon Install In-Store Mini- 
computers Programmed To Control 
Labor, Power Expenses (December, p. 
26) 


Merchandising 


(Also See Product Categories) 

Demand For “Single-Serve” Seen Growing 
(Jan., p. 1) 

Supers Stocked 6,300 New Items In '76 
(Feb., p. 1) 

Better Ways To Handle Return Merchan- 
dise, Spoils Prime Discussion Topics For 
Distributors At GMDC (April, p. 8) 

Consumer Reporters Urge Retailers To 
Use Clout To Insure Safe, Quality Prod- 
ucts For Shoppers (April, p. 18) 

New Products Must Meet 3 Criteria For 
Approval By Hinky Dinky Buyers (May, 
p. 18) 

Cost Controls, Efficient Checkout, Frill- 
Free Decor Keep Waremart’s Prices 
12-20% Below Competition (Aug., p. 16) 

Daily Sales Analysis Can Pinpoint Store 
Problems (Sept., p. 17) 

Tighter Control On Dairy Space Lifts Sales 
5-10% (Sept., p. 68) 


Metric System 


Metric Conversion Expected To Cause Re- 
tailers Problems (May, p. 37) 

Metrics Offer Chance To Trim Package 
Sizes, Achieve Modularization (May, p. 
68) 


Operations 

Scanning Test Stores Explore Soft Savings 
Benefits In 77 (Feb., p. 1) 

Must Cut Distance Between Ownership 
And Store Operation (March, p. 15) 

Grocers Should Comparison Shop For Best 
Insurance Prices: Fuchs (June, p. 26) 

Take These Steps To Ensure Return On 
Fire Losses (July, p. 8) 

Chains Install More Than One Scanning 
Test Store To Try New Vendors, Create 
Fresh Environment. (Feb., p. 44) 

Closed Units, Building Halt Relieve Over- 
Storing (May, p. 6) 

Floral Director: A New Position In Super- 
markets? (April, p. 1) 

Big Units Worsen Over-Storing Ills (May, 
p. 60) 

Build Where Stores Achieve $8-9 Sales/Sq. 
Ft. (May, p. 61) 


Info On Food Store Operations, 
Sought By Editors (June, p. 4) 
Floral Director: A New Position In Super- 
markets? (April, p. 1) 

Insurance Costs 70% More For Inner-City 
Stores (June, p. 27) 

How Can You Hold Down Soaring In- 
surance Costs? (June, p. 26) 

Training Hikes Gross Profits 1% (Aug., p. 
1) 

Check Co-Insurance Percentage To Assure 
Fire Loss Coverage (Nov., p. 50) 

Daily Sales Analysis Can Pinpoint Store 
Problems (Sept., p. 17) 


Pet Needs 


Flea Collars, Cat Litter Lead Pet Supply 
Sales (Feb., p. 12) 

Dry Dog Food, Gourmet Cat Food Show 
Sales Hikes Up To 20% Aided By Price 
Increases (Feb., p. 12) 

Pet Foods Account For 5-8% Of Total Store 
Sales (Sept., p. 124) 

Canned Dog Food Is Top Gainer With 
21.2% Sales Hike (Sept., p. 124) 


Photo Supplies 

End Fixtures Boost Photo Sales 100% 
(Oct., p. 1) 

Cameras Viewed As Good Promotional 
Items For Christmas At Supers (Oct., p. 
27) 


Private Label 


(Also See Product Categories) 

Private Label Biz Hurt By Strong Ads For 
Brand Names (Feb., p. 14) 

Word-Of-Mouth, Private Label Advertise 
Waremart’s Low Prices (Aug., p. 17) 


Produce 


FMI To Seek Better Vibes With Farmers 
(Jan., p. 1) 

Independents Fear Citrus Price Leaps Up 
To 30%, But No Shortages As Result Of 
Florida Freeze (March, p. 16) 

Rising Produce Prices Infuriate Customers 
(April, p. 20) 

Gourmet Sections, High-Count Multiple 
Packs Among Steps Aimed At Plumping 
Produce Profits (April, p. 6) 

D’Agostino Pushes Pre-Pack To Capture 
Produce Stand Biz (April, p. 6) 

Manuals Help Improve Floral Training 
(April, p. 37) 

Stress On Variety—Especially Exotic 
Items—-Boosts Produce Up to 20% Of 
Total Store Sales (July, p. 14) 

Chains Kick Off Produce Nutrition Promos 
(Aug., p. 1) 

Promote Potatoes’ Nutritional Value; Boost 
Sales 50% (Aug., p. 35) 

Farmers Markets Harvest Extra Produce 
Sales (Sept., p. 90) 

Six Percent Sales Jump Recorded By 
Supers’ Produce Sections (Sept., p. 90) 
20% Cutbacks In Labor Costs, 60% In 
Packaging Mean Lower Produce Prices 

For “Farmers Markets” (Sept., p. 92) 

More Produce Ad Space Allows Stress On 
Bulk, Floral, New Exotic Varieties (De- 
cember, p. 31) 


Cost 


Profitable Store Engineering 

Lighting, Air Conditioning, New Store 
Design Needs Listed Ameng Least 
Understood Energy Areas (Jan., p. 26) 

Give Engineer 6-Week Intro To Grocery 
Biz (March, p. 1) 

Thermography Aids Retailers In Locating 
Facility’s Electrical Distribution Prob- 
lems (May, p. 44) 

Cooperation Between All Departments 
Boosts Preventive Maintenance Pro- 
gram’s Efficiency (July, p. 20) 

Keep All Walk-in Cooler Doors Closed To 
Protect Refrigerated Products During 
Power Failures (Sept., p. 10) 

Report Sheets Help Monitor Maintenance 
Costs (Nov., p. 52) 


Promotion 


(Also See Product Categories) 

Sunshine Favors In-Store Displays Over 
More Ads (March, p. 54) 

Jelly Makers Must Make Better Pitch To 
Win Kids’ Biz (May, p. 35) 

Cashier Support Boosts Promotion Success 
500% (June, p. 1) 

More Ads, Displays Spark Cheese Sales 
(July, p. 1) 

More Intensive Promotion Efforts. Build 
Volume But Is The Cost Really Worth- 
while? (Sept., p. 63) 

Promoting Baked Goods Hikes Sales 
Seven-Fold (Sept., p. 64) 

Increased Promotion Helps To Counteract 
Restaurant Business Threat (Oct., p. 23) 

New Refrigerated Basket, Barrel Displays 


Will Draw Customer Eye To Cheese 
Promos (Oct., p. 52) 

Appliances Add New Twist To Continuity 
Programs; Piece-A-Week Promos Enjoy 
Revival (December, p. 8) 


Public Relations 


Sloan’s Revamps Communications, Train- 
ing After BBB Audit (Jan., p. 23) 

Newspaper Editors Have Own Opinions A 
About Supermarkets (Jan., p. 33) 

Editor’s Own Retailer/Consumer Panel 
Spurs New Ad Campaign For Bashas’ 
(Feb., p. 16) 

Manager Opinions Are Wanted Most By TV 
News Execs (May, p. 1) 

Industry Needs Celebrity Spokespersons 
(May, p. 72) 

Consumer Specialist Helps Arizona 
Grocers Build Stronger Ties With Public, 
News Media (May, p. 4) 

RGAA’s Market Basket Report Brings 
Press Up To Date (May, p. 58) 

Western Grocers Increase Shopper, Em- 
ployee Feedback (June, p. 29) 

Radio Show Combats Increasing Attacks 
On Processed Foods (Aug., p. 1) 

Info On Food Store Operations, Costs 
Sought By Editors (June, p. 4) 

Anti-Food Biz News Favored By Media, 
Journalist Claims (Aug., p. 37) 

Volume Jumps 55% During Circus Days 
(Nov., p. 1) 


Rauch, Howard S. 
(See Effective Public Relations) 


Sanitation 


Quality, Sanitation Controls, Labor 
Savings Are Advantages Of Chain-Oper- 
ated Meat Plants (Jan., p. 44) 

Try This Easy Sanitation Test (March, p. 
40) 

Good Meat Sanitation Can Save $12,000 
Annually (March, p. 40) 

Here Are Sources For Sanitation Info 
(March, p. 64) 

Sanitation Story Hurts Store Sales (April, 
p. 21) 


School Supplies 


Caution Extends Back-To-School Buying 
Season (April, p. 50) 


Seafood 


Wide Fish Variety, Attention-Getting Dis- 
plays Grab Shoppers’ Interest In Seafood 
Departments (June, p. 19) 

Better Product Quality, Fast Food Taste 
Help Frozen, Breaded Fish Sales Leap 
(June, p. 19) 

Grade “A” Labels Boost Fish Sales 20% 
(July, p. 1) 

Greater Quantities Of Fish At Lower Retail 
Prices May Result From 200-Mile Limit: 
NFI’s Weddig (July, p. 24) 

NFI Offers Grocers Info On Seafood (July, 
p. 25) 

4.9% Frozen Food Sales Rise Aided By 
22.1% Seafood Jump (Sept., p. 72) 


Security 


Shrink Program Saves Minimum $30,000 
Annually, But Theft Prevention $$$ 
Termed “Immeasurable” (Jan., p. 8) 

Who’s Responsible For Costs, Thefts? 
(Feb., p. 46) 

Security Determines HBA/GM Locations 
At Bohack (May, p. 16) 

High Coffee Prices Offer Shoplifters New 
Theft Targets (May, p. 57) 

Sweetheart Clerk Under-Rings Cost 
Supers $48 Per Shopper (July, p. 1) 

Three Steps Can Prevent A Robbery At 
Your Store (July, p..58) 

Supers Lose $200 Minimum Weekly To 
Meat Thieves Despite Efforts To Block 
Exits, Hide Costly Cuts (July, p. 60) 
Meat Sales Slump Could Indicate Store 

Theft Woes (July, p. 61) 

Pros Snatching 90% Of Supers’ Meat (July, 
p. 61) 

Enforcing A Concrete Labor Relations 
Policy Will Help Stop Internal Theft At 
Your Store (July, p. 62) 

Include Two Clauses In Union Contract 
(July, p. 63) 

Revamping Stores’ Robbery Insurance 
Coverage Helped Hannaford Bros. Block 
50% Rate Hike (July, p. 64) 

Catwalks, Tight Exit Security, Smaller 
Displays Can Foil Shoplifters, Advise 
Loss Prevention Pros. (July, p. 65) 

Thieves Hide Items In Purses, Pockets, 
Says Study Of 16,000 Grocery Crimes 
(July, p. 66) 

Security Man Favors PSEs For Pre-Em- 
ployment Screening (Nov., p. 48) 

Strategically Located Cameras, Alarm 
Systems Among Devices Used To Curb 
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Supermarket Crimes (Nov., p. 48) 

Employee, Customer Theft Can Hit Small 
Independents As Hard As Chains: 
MFDA/SUPERMARKETING Survey 
(December, p. 12) 


Shaw, Russel E. 
(See According To Nielsen) 


Sherman, Irving 
(See You And The Law) 


Shulman, Richard E. 
(See Meeting The Technology Challenge) 


Snack Foods 


Chains Stepping Up Snack Foods’ Promo 
Activity (Sept., p. 112) 

Promos Increase Cookie Sales 5-10% (Nov., 
p. 1) 

Exploiting Snacks’ Impulse Power Can 
Boost Sales As High As 400% (Nov., p. 6) 

Search For ‘Natural’ Snacks Increases 
Store’s Nut, Dried Fruit Pack Sales 200% 
(Nov., p. 8) 

Higher Retail Prices Put Crunch On Choco- 
late Cookie Sales (Nov., p. 24) 


Speaking About Meat 


Be Prepared To Explain Meat Prices To 
Customers (Jan., p. 42) 

Good Meat Sanitation Can Save $12,000 
Annually (March, p. 40) 

Meat Is A Contribution To Health, Not A 
Hazard (May, p. 28) 

Dietary Goals Concern NLSMB (May, p. 
29) 

Can You Answer These 29 Customer Ques- 
tions About Meat? (July, p. 29) 

Meat Quiz Baffles 44% Of Challengers 
(Oct., p. 1) 

More Government Scrutiny, Consumer Ac- 
tivism Demands Retailers Role In Regu- 
latory Process (Nov., p. 16) 


Store Development 

Community-Owned, Chain-Managed 
Supermarkets Solve Some Major Inner- 
City Store Problems (March, p. 14) 

Must Cut Distance Between Ownership 
And Store Operation (March, p. 15) 

Here Are 5 Failings Of Supermarket Store 
Planners (April, p. 16) 

Closed Units, Building Halt Relieve Over- 

Storing (May, p. 6) 

Big Units Worsen Over-Storing Ills (May, 
p. 60) 

Build Where Stores Achieve $8-9 Sales/Sq. 
Ft. (May, p. 61) 

Give Your Store An Annual Marketing 
Check-Up (June, p. 14) 

57% Of Grocers To Have Scanning In Five 
Years (June, p. 10) 

Bureau Of Labor Statistics Can Help 
Grocers Accurately Estimate A New 
Store’s Volume (Oct., p. 24) 

Fast Foods Dominate Convenience Store 
Design (Nov., p. 44) 

Chains Install More Than One Scanning 
Test Store To Try New Vendors, Create 
Fresh Environment. (Feb., p. 44) 

Here’s Why It Pays To Check In-Store 
Pharmacy Potential (Nov., p. 51) 


Stroud, David H. 
(See Speaking About Meat) 


Successful Store Planning 

Here Are 5 Failings Of Supermarket Store 
Planners (April, p. 16) 

Give Your Store An Annual Marketing 
Check-Up (June, p. 14) 

Bureau Of Labor Statistics Can Help 
Grocers Accurately Estimate A New 
Store’s Volume (Oct., p. 24) 

Here’s Why It Pays To Check In-Store 
Pharmacy Potential (Nov., p. 51) 


Technology 

(Also See Meeting The Technology Chal- 
lenge) 

Electronic Cash Registers Debut In Euro- 
pean, Japanese Units (Jan., p. 13) 

Scanning Store Total Reaches 103 (Jan., p. 
28) 

UPC Source Marking Hits 78%; GM Is Hot 
16-77 Category (Feb., p. 48) 

Computers Can Improve Warehouse Pro- 
ductivity (March, p. 8) 

EFTS Network Provides Schnuck Custom- 
ers With Choice Of Banking Services 
From 8 S&L’s (May, p. 40) 

ECR Tests Lack Clear Objectives (June, p. 
1) 
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Cable TV Compares Up To 150 Super- 
market Prices (Oct., p. 12) 

Checker Productivity Increases Of Up To 
30% Posted By Independents Installing 
Scanners (Nov., p. 42) 

Success Stories Prompt More Chains To 
Re-Examine Scanner Programs For 1978 
(December, p. 6) 


Tobacco 

Cigarette Over-Stock Cut By $50G (Sept., 
p. 1) 

Cigarette Sales Rise $299 Million To $4.6 
Billion In 1976 (Sept., p. 126) 

Cigarettes Post Steady Tonnage Growth In 
70’s (December, p. 14) 

No Let-Up In Cigarette Shelf Space Hunt; 
Some Stores Carrying Up To 150 Vari- 
eties (December, p. 18) 

Sales Up 5 Percent For Loose Tobacco (De- 
cember, p. 18) 


Trade Associations 

FMI To Seek Better Vibes With Farmers 
(Jan., p. 1) 

Aders Has The Answers In First FMI 
Press Conference (Feb., p. 32) 

Special Workshops Planned For Small 
Wholesaler (March, p. 20) 

Consumer Affairs Home Study Program, 
Manual Planned For Retailer Education 
By FMI: Brown (March, p. 22) 

WAFC Zeroes In On Competition, Drought 
(April, p. 1) 

Retailers, Union Irked By Assemblyman’s 

Claims Of Overcharging On 50% Of Un- 
marked Items (April, p. 4) 

Better Ways To Handle Return Merchan- 
dise, Spoils Prime Discussion Topics For 
Distributors At GMDC (April, p. 8) 

Here’s The Speaker Schedule For WAFC 
Convention (April, p. 15) 

54 FMI Workshops Tackle Critical Super- 
market Issues (May, p. 1) 

FMI Speaks Will Highlight Energy/Promos 
(May, p. 42) 

Retailers, Get Into The Restaurant Busi- 
ness!! (July, p. 32) 

FMI Planning TV Package; “PR Crisis” 
Seminar Sheds Further Light On Need 
For Spokesmen (June, p. 16) 

Spokesmanship Technique, Nutrition At- 
titudes, Store Formats Seen As Hot 
Workshop Topics For First FMI Fall 
Conference (Oct., p. 4) 

New P-O-P Uses, Marketing Strategy 
Workshops To Highlight PMA Conven- 
tion In New Orleans (Oct., p. 29) 


Warehousing 

Product Cost Called Main Factor In Fazio’s 
California Warehouse (Feb., p. 6) 

Dampness, Overpiling, And Pallet Nails 
Blamed For Most Warehouse Damage 
(Feb., p. 25) 

Computers Can Improve Warehouse Pro- 
ductivity (March, p. 8) 

Smitty’s Uses Tonnage Criteria To Ware- 
house GM (Oct., p. 14) 

Scrivner Enjoys Four-Fold GM Sales Hike 
Following Cutback In Warehousing Pro- 
gram (Oct., p. 14) 


Waschler, Jane 
(See Washington News) 


Washington News 

What’s On Carter’s Agenda? Food Aide 
Gives Some Clues (Jan., p. 1) 

Chains Will Hire Government Affairs Di- 
rectors To Complement FMI Activities, 
Says A&P’s Zaucha (Feb., p. 18) 

Consumer Groups Gaining Government 
Footholds; Seek Retailer/Activist Co- 
operation: CFA’s Foreman (March, p. 12) 


Wholesalers 

Warehouse Or Wholesaler? Food Chains 
Disagree On Best Distribution System 
(Feb., p. 5) 

Small Wholesalers Get More Attention /t 
NAWGA Annual (March, p. 1) 

Bum Rap Over Nutritional Responsibility 
Steams Up Grocery Suppliers, Whole- 
salers (Nov., p. 4) 


You And The Law 


Disagreement Not Enough To Dissolve 
Corporation (Jan., p. 18) 

Invading Privacy To Collect Debts Meets 
Mixed Reactions In Courts (Feb., p. 32) 


Case Rates Make Waves Fer Brokers 


@ Continued from page 40 
rate, said Crown/BBK’s Zinn. 

“The case rate policy is extremely 
unfair to the broker,” Zinn said. “All 
our costs have increased much faster 
than our rate of compensation. 

“On a percentage program, your 
profit at least stays up with the rate 
increases the manufacturer an- 
nounces on his merchandise. 

“Again, this policy is unfair to the 
broker because it’s unlikely that a 
manufacturer would lower the sala- 
ries of his own sales staff when in- 
flation increases his costs. 

“But the broker is expected to 
absorb these same increases when 
he is on a case rate program.” 

Principals who pay brokers’ com- 
missions according to this policy are 
“painting themselves into a corner,” 
according to Whitson. 

“Manufacturers who pay case 
rates are eventually going to force 
brokers to resign their accounts,” he 
said. “So far, case rates haven’t been 
a problem for us, because we have 
only one principal who pays our 
commission this way. And he gives 
us a generous annual adjustment 
based on the cost of living. 

“But if any more of our principals 
went to a case rate, we’d simply 
have to resign the account. This is 
what some of the people we know in 
the brokerage business are going to 
have to begin doing very soon.” 


Population Slowdown Cited 


Population slowdown in the coun- 
try’s northeast quadrant is also 
having a severe effect on business of 
brokers in the area, according to 
Richard E. McCready, president of 
RMI, Inc. (Elkridge, MD). 

“An Urban Decisions Systems, 
Inc. study I recently purchased 
shows that population growth has 
slowed and household income in this 
area is up only 34 percent, while the 
national average is up more than 60 
percent,” said McCready, whose 
territory is centered around Bal- 


timore and Washington. 

“Seven of the ten states in the 
country with the lowest effective 
buying power are in the northeast 
quadrant. 

“And this year, for the first time 
in history, a society spent more on 
transportation than on food. Accord- 
ing to this study, 21.4 percent of 
every dollar of Americans’ income is 
now spent on transportation, against 
20.4 percent for food. 

“As a broker, I have a severe 
problem. The big sales increases just 
aren’t there. There are no new cus- 
tomers being born or moving into 
our market. Out here, we’re just 
trading customers around.” 

An unexpectedly sharp increase in 
his costs forced McCready to re-do 
his annual budget in the middle of 
this year, he said. 

“I expected a big increase, but I 
didn’t expect it to be as big as it 
was,” he said. “Costs are un- 
believable. I’ve been huddled up 
with my accountant, re-working my 
budget for the second time this fiscal 
year, and his meter runs at about 
$50 an hour. 

“We keep revising our profit pro- 
jections and our volume estimates, 
and one of the reasons I bought this 
study is because I’ve got to deal with 
the realities of this. If things keep up 
this way, I’m going to have to start 
running on a quarterly budget.” 

California’s dramatic growth 
slowdown has hurt brokers in that 
area, according to Zinn of Crown/ 
BBK. 

“Certainly, there is no panacea to 
solve this problem,” he said. “Cali- 
fornia, which was known throughout 
the country for its spectacular 
growth in the Sixties, hasn’t enjoyed 
such growth in five years. This is one 
of our most serious problems. 

“Stores which used to look at a 
population rise for their growth now 
have to look at their competitor’s 
customers,” Zinn said. @ 








PROCTER & GAMBLE 





NOTICE TO THE TRADE 


ATTENTION STORE MANAGER: 

We offer Cooperative Merchandising 
Agreements and merchandising materials which are 
practical and usable by all retailers regardless of size. 

Payments are made for newspaper or 
handbill featuring, display, and consumer directed 
promotion. Details are set forth in specific agreements. 
Proof of performance e.g. tear sheets) and proof of 


delivery Gjobber’s invoic 


) are required for payment of 


allowance. Our merchandising materials consist of 
display material, newspaper mats and proofs etc. 

If you would like to receive specific 
information on offers available to you, send your name, 
address and telephone number to Procter & Gamble, 

Box 162, Cincinnati, Ohio 45201. Please specify, if possible, 
the Division in whose brands vou are interested. 


Packaged Soap & Detergent Division 
Toilet Goods Division 
Paper Products Division 
Food Products Division 
Bar Soap & Household Cleaning Products Division 





